


Lord Cultural Resources is a global professional practice dedicated to creating cultural 
capital worldwide. 

We assist people, communities and organizations to realize and enhance cultural meaning and 
expression. 

We distinguish ourselves through a comprehensive and integrated full-service offering built on a 
foundation of key competencies: visioning, planning and implementation. 

We value and believe in cultural expression as essential for all people. We conduct ourselves with 
respect for collaboration, local adaptation and cultural diversity, embodying the highest standards of 
integrity, ethics and professional practice. 

We help clients clarify their goals; we provide them with the tools to achieve those goals; and we leave 
a legacy as a result of training and collaboration. 
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MUSEUM OF UT AH 
Operations/Business Plan and Projections: Final Report 

EXECUTIVE SUMMARY 

Utah is only one of two states in the nation without an official state history museum. This is to 
change with the long-awaited implementation of the Museum of Utah, which is to be located 
as part of the State Capitol Complex in Salt Lake City. Its mission is to "honor the past and 
inspire the future by sharing the state's unique history, culture and art." 

This operations/business plan for the Museum of Utah includes facility planning 
recommendations and projections of attendance, operating revenues and expenses assuming 
implementation of the plans for the new Museum. The projections were based on two 
admission charge scenarios. One assumed free admission for all visitors while the second 
assumed charged admission for some visitors and free admission for others. 

The planning process included research and analysis of the experience of other state history 
museums, other museums in or near Salt Lake City, internal vision/assumptions workshops 
and an external interview process, as well as analysis of potential resident, school and tourist 
markets for Salt Lake City. 

The following table summarizes our projections of attendance, operating revenue and 
expenses for the Museum of Utah for the opening three years of operation, with Year 3 
representative of subsequent years. 

On-site attendance levels are estimated to stabilize at 105,000 visitors in Year 3 in the free to 
all scenario and 70,000 visitors in the partially charged scenario. Year 1 figures are estimated 
to be about 20% higher in both scenarios. 

Based on the analyses and assumptions in this report we project that the total operating 
budget for the Museum of Utah will be in the range of $4.9 to $5.1 million in the free scenario 
and somewhat higher at $5.0 to $5.2 million with partially charged admission. Earned income 
levels will be higher assuming partially charged admission, projected to be in the range of 
$500,000 to $600,000 (10-12% of operating revenues) compared to about $200,000 (4%) 
when admission is free to all. 

The amount required from state and private sources is projected to be in the range of $4.7 to 
$4.9 million in the free scenario and $4.4 to $4.7 million if partially charged. The amount 
required largely from the state is thus lower by roughly $175,000 to $250,000 per year in the 
partially charged admission scenario. Higher staffing and other operating costs when 
admission is partially charged offsets some of the revenue gains. 
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Museum of Utah

Summary of Attendance, 

Operating Revenue and Expense 

Projections Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Year 1 

%

Year 2 

%

Year 3 

%

Year 1 

%

Year 2 

%

Year 

3%

Annual Attendance 125,000 110,000 105,000 85,000 75,000 70,000

Projected Operating Revenues

Admissions $0 $0 $0 $414,248 $365,513 $341,145 0.0% 0.0% 0.0% 8.3% 7.1% 6.6%

Retail Sales $137,500 $126,500 $126,000 $106,250 $97,500 $94,500 2.8% 2.5% 2.5% 2.1% 1.9% 1.8%

Membership $41,500 $42,445 $45,200 $59,000 $57,810 $59,400 0.9% 0.8% 0.9% 1.2% 1.1% 1.1%

Educational and Public Programs $15,000 $18,000 $20,000 $12,000 $14,000 $15,000 0.3% 0.4% 0.4% 0.2% 0.3% 0.3%

Other Earned Income $8,000 $9,000 $10,000 $6,000 $7,000 $8,000 0.2% 0.2% 0.2% 0.1% 0.1% 0.2%

Total Revenue Projected $202,000 $195,945 $201,200 $597,498 $541,823 $518,045 4.1% 3.9% 4.0% 11.9% 10.5% 10.0%

Projected Operating Expenses

Salaries, Wages, Benefits $3,414,663 $3,431,736 $3,448,895 $3,551,688 $3,569,446 $3,587,294 70.1% 68.4% 68.1% 70.8% 69.1% 68.9%

Building Occupancy $484,969 $562,564 $581,963 $465,570 $543,165 $562,564 9.9% 11.2% 11.5% 9.3% 10.5% 10.8%

Exhibitions $183,000 $277,000 $280,000 $185,000 $293,000 $297,000 3.8% 5.5% 5.5% 3.7% 5.7% 5.7%

Public and Educational Programs $45,000 $54,000 $60,000 $36,000 $42,000 $45,000 0.9% 1.1% 1.2% 0.7% 0.8% 0.9%

General & Administrative $546,346 $514,760 $517,334 $568,270 $535,417 $538,094 11.2% 10.3% 10.2% 11.3% 10.4% 10.3%

Marketing $125,000 $110,000 $105,000 $148,750 $131,250 $122,500 2.6% 2.2% 2.1% 3.0% 2.5% 2.4%

Retail Cost of Goods Sold $75,625 $69,575 $69,300 $58,438 $53,625 $51,975 1.6% 1.4% 1.4% 1.2% 1.0% 1.0%

Total Expenses $4,874,603 $5,019,636 $5,062,492 $5,013,716 $5,167,903 $5,204,426 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

Amount Required to Break Even 

from State and  Private Sources ($4,672,603) ($4,823,691) ($4,861,292) ($4,416,218) ($4,626,081) ($4,686,381) -95.9% -96.1% -96.0% -88.1% -89.5% -90.0%

Lower Amount for Partially Charged $256,385 $197,610 $174,910

Free Admission Scenario Partially Charged Scenario Free Admission Partially Charged



1. INTRODUCTION

MUSEUM OF UT AH 
Operations/Business Plan and Projections: Final Report 

One of the great state natural history museums in the nation is the Natural History Museum of 
Utah but Utah is only one of two states without an official state history museum. The second is 
Hawaii. This is to change with the long-awaited implementation of the Museum of Utah. Its 
mission is to "honor the past and inspire the future by sharing the state's unique history, 
culture and art." The Utah Department of Culture & Community Engagement has been 
charged with the responsibility of overseeing the planning, design and implementation of the 
new Museum, which is to be located on the State Capitol Complex in Salt Lake City. 

With architectural and visitor experience planning associated with the Museum of Utah well 
underway it was determined that a business planning study was required to include 
operations-focused recommendations and to help right-size the spaces within the Museum. 
There is also a need for credible projections of attendance, operating revenues and projections 
for the new museum. To help decision-makers address the issue of admission charges for the 
Museum of Utah the operations/business plan will conclude with projections based on two 
scenarios - one assuming free admission to all and the other assuming partially charged 
admission. 

Lord Cultural Resources, which previously helped to plan the Natural History Museum of Utah 
and is the largest museum planning firm in the world, was selected to conduct this 
Operations/Business Plan and Projections study. The consultant team is led by the Lord 
Cultural Resources Senior Principal responsible for Market and Financial Planning, Ted 
Silberberg, supported by the Lord Director of Facility Planning, Sean Stanwick, and Research 
Consultant, Sophia Sousa. 

In order to meet the objectives of this study, the consultants of Lord Cultural Resources 
conducted the following work elements to date. We: 

• Reviewed background information associated with the project, as well as additional
information provided to us or that we gathered.

• Toured the planned site of the Museum of Utah as well as the nearby State Capitol
Complex, including spaces in which displays of Utah history and art are currently offered.

• Facilitated vision/assumptions workshops with a Business Planning Committee and a

Museum Advisory Committee. We also conducted a variety of key informant interviews to
explore market and operational opportunities and constraints and to test ideas or options
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under consideration. Please see Appendix A which acknowledges both the workshop 
participants as well as those interviewed. 

• Compiled and analyzed published contextual data associated with the museum

marketplace in general, and state history museums in particular. This was supplemented
by analyses of detailed survey data of five state museums identified to offer particular
comparability to the Museum of Utah, as well as interviews.

• Compiled and analyzed data regarding potential resident, school and tourist markets for
Salt Lake City and the planned Museum of Utah in particular.

• Summarized client-directed assumptions and set out recommendations associated with
the facilities, visitor experience and operation of the new Museum in a Phase 1 report.

• Received client feedback and discussed modifications to the Phase 1 chapters and finalized
assumptions that underlie the projections of attendance, operating revenues and expenses
in a Draft Final and then a Final report. It must be emphasized that uncertainty regarding

the duration and impact of the Covid-19 pandemic may require future changes to the
assumptions and projections in this report.

Key findings, conclusions and recommendations in this report are highlighted in bold, italics. 
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2. CONTEXTUAL AND

COMPARABLES ANALYSES

This chapter seeks to establish context for the recommendations and assumptions in this 
report as well as benchmarks to inform the projections of attendance, operating revenue, and 
expense projections for the Museum of Utah in Chapter 5. It includes contextual and 

comparables analyses that utilize available data and interview feedback regarding history and 
art museums within the overall museum marketplace as well as state history and history/art 
museums in general and those selected to offer the best comparability to the Museum of Utah. 
Also considered is the experience and benchmarks from existing museums in or near Salt Lake 
City. 

2.1 HISTORY AND ART MUSEUMS WITHIN THE OVERALL MUSEUM MARKETPLACE 

The Museum of Utah will be primarily a history museum that will use traditional historic 
artifacts and selected Utah works of art to help tell the story of the State. Available data to help 

establish benchmarks and potential implications for the new Museum are set out below. 

2.1.1 MEDIAN FIGURES FROM AMERICAN ALLIANCE OF MUSEUMS 

Two tables follow. The first is from the last comprehensive survey of the American Alliance of 
Museums (AAM) that allows for a comparison of various museum types. The data are now a 
decade old because rather than continuing the practice of comprehensive surveys of museums 
every three years the AAM transitioned to a self-reporting model of data collection, resulting 
in very small sample sizes. Consequently, the AAM has discontinued the data collection. We 

believe the key findings below are still relevant for the purposes of this study and help to 
inform the operational planning of the Museum of Utah. Highlighted are data for history and 

art museums. 

The second table is from a more recent 2017 AAM survey that focuses only on sources of 

operating revenue. 
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Latest Data Comparing 

Museum Types from the 

American Alliance of 

Museums

Art Museum
Children's or 

Youth Museum

General 

Museum

Historic Home 

or Site

History 

Museum or 

Historical 

Society

Living 

Collections 

(zoos, aquaria)

Natural History 

or Anthro- 

pology

Science or 

Tech

Specialized 

Museum
Overall

Sample Size 156 18 71 89 190 17 32 25 73 671

Median Attendance 44,878 130,870 58,500 11,700 10,000 208,574 58,176 357,103 22,000 26,500

% Charging Admission Fees 47.6% 94.1% 63.2% 77.4% 49.2% 64.3% 63.3% 96.0% 57.1% 59.0%

Median Adult Admission 

Charge
$8.00 $7.50 $7.00 $6.00 $5.00 $8.00 $8.00 $10.00 $7.00 $7.00

Median Operating Income $2,379,176 $1,729,532 $1,930,895 $350,000 $260,000 $3,072,452 $3,256,810 $7,857,138 $602,080 $1,168,559

Average Earned Revenues 21.5% 48.3% 24.8% 31.7% 24.0% 30.0% 31.1% 48.8% 33.2% 27.6%

Average Revenues from 

Private Donors
46.6% 27.8% 33.7% 34.6% 31.0% 20.3% 38.3% 28.9% 37.7% 36.5%

Average Revenues from 

Investment Sources
18.6% 12.1% 8.8% 10.7% 8.5% 14.3% 6.4% 3.0% 9.3% 11.5%

Average Revenues from 

Government Sources
13.3% 11.7% 32.6% 23.0% 36.4% 35.4% 24.2% 19.3% 19.9% 24.4%

Median Value of Endowment $9,744,500 $414,875 $2,539,870 $1,202,817 $526,500 $14,253,806 $5,078,964 $1,829,599 $2,526,508 $2,825,075

Median Earned Income per 

Visitor
$8.21 $6.31 $7.16 $9.44 $4.39 $4.87 $6.76 $11.14 $10.00 $7.22

Median Operating Expenses $2,317,675 $2,522,615 $1,798,754 $298,200 $262,206 $3,630,530 $3,237,600 $6,827,362 $778,859 $1,166,000

Operating Cost per Visitor $49.94 $15.07 $30.21 $28.33 $26.73 $15.10 $29.74 $20.95 $32.25 $31.40

Staff salaries as a % of total 

expenses [Median]
48.6% 54.5% 53.5% 56.0% 50.8% 63.9% 60.8% 45.8% 39.9% 49.9%

Collections care as a % of 

total expenses [Median]
6.4% 4.1% 9.9% 4.9% 8.5% 26.7% 17.3% 1.2% 10.0% 8.0%

Marketing Budget as a % of 

total expenses
4.4% 8.4% 5.4% 3.8% 2.2% 4.1% 4.5% 7.5% 4.0% 4.1%

Marketing Expenses Per 

Visitor [Median]
$2.15 $0.93 $1.61 $1.14 $0.50 $0.85 $1.22 $1.32 $1.00 $1.29

Source: 2009 Museum Financial Information,  American Association of Museums, 2009

Latest Data Comparing 

Sources of Operating 

Income by Museum Type 

Art/ 

Sculpture 

Garden

Children's 

Museum

Historic/

Historic 

House/Site

Natural 

History/

Anthropology

Science/ 

Technology 

Centre/ 

Museum

Multi-

Disciplinary

Arboretum/ 

Botanic 

Garden/ 

Nature Center

Zoo/ 

Aquarium

Total 

Sample/ 

Weighted  

Average

Sample Size 209 36 408 31 31 100 27 15 857

Earned Income 26% 52% 35% 42% 57% 33% 45% 59% 35.1%

Private Donations/ 

Sponsorships
42% 33% 33% 28% 31% 35% 31% 25% 35.0%

Investment/Endowment 

Income
16% 2% 12% 9% 2% 8% 10% 4% 11.4%

Government Income (Fed-

State-Local)
17% 13% 21% 22% 10% 24% 14% 12% 19.3%

Source: American Alliance of Museums, Museum Board Leadership 2017: A National Report



Comparative Data by 

Museum Type, 2013

Reported 

Average 

Attendance

Adult 

Price 

Child 

Price

Child Price 

as % of 

Adult

Memberships

Memberships 

as % of 

Attendance

Art Museums 291,346        $12.55 $7.13 56.8% 13,789 4.7%

Aquariums 762,679        $19.90 $13.68 68.7% 17,132 2.2%

Botanical Gardens/Arboretums 468,793        $10.56 $6.35 60.1% 13,088 2.8%

Children's Museum 360,661        $11.48 $10.76 93.7% 7,729 2.1%

History Museum 398,672        $11.91 $7.26 61.0% 5,055 1.3%

Science Museum/Center 920,829        $14.66 $10.68 72.9% 9,431 1.0%

Zoo 959,894        $15.04 $10.74 71.4% 32,664 3.4%

Other Museum Types 278,864        $13.59 $7.88 58.0% 7,832 2.8%

Average for All 660,224        $13.71 $9.31 67.8% 13,340 2.6%

Median for All 433,733        $13.07 $9.28 64.9% 11,260 2.5%

Morey Group, 2014. Sample size of 253 and generally larger institutions 
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Name of Museum
Year 

Founded

State Capital 

Location 

(Y/N)

Name of 

Capital City

Reported 

Attendance 

2002

Reported 

Attendance 

2012

Reported 

Attendance 

2018

2012 Fixed 

Admission 

Charge (Adult)

2018 Fixed 

Admission 

Charge (Adult)

2018 Family 

Membership 

Charge

2018 

FT 

Staff

2018 

PT 

Staff

History (H) 

or Art (A) or 

Both (B)

Theatre 

(Y/N)

Days/Wk 

(majority of 

months)

Evening 

Open 

(Y/N)

Alabama Dept. of Archives & History 1901 Y Montgomery 46,000 50,000 50,000 $0.00 $0.00 $25.00 40 4 H Y 6 N

Alaska State Museum 1900 Y Juneau 65,604 60,000 60,000 $7.00 $12.00 $50.00 11 3 B N 7 N

Arizona Capitol Museum 1974 Y Phoenix 76,372 60,000 60,000 $0.00 $0.00 N/A 10 5 H N 5 N

Historic Arkansas Museum 1941 Y Little Rock 50,000 50,000 60,000 $2.50 $0.00 $50.00 21 20 H N 7 N

California State Capitol Museum 1981 Y Sacramento 513,000 513,000 513,000 $0.00 $0.00 $25.00 23 19 H Y 7 N

Colorado Historical Society 1879 Y Denver 387,114 229,509 229,509 $10.00 $14.00 $85.00 112 14 H Y 7 N

Connecticut Historical Society 1825 Y Hartford 36,420 60,000 60,000 $6.00 $12.00 $60.00 17 10 H Y 5 N

Delaware Historical Society, Wilmington 1864 N Dover 106,164 60,000 40,000 $4.00 $6.00 $65.00 15 36 B N 4 N

Museum of Florida History 1967 Y Tallahassee 160,759 62,862 55,668 $0.00 $0.00 $60.00 22 6 H Y 7 N

Georgia Capitol Museum 1895 Y Atlanta 60,000 60,000 60,000 $0.00 $0.00 N/A 3 0 H N 5 N

Idaho State Historical Museum 1881 Y Boise 190,000 190,000 190,000 $5.00 $10.00 $50.00 8 6 H Y 6 N

Illinois State Museum 1877 Y Springfield 392,459 374,122 323,650 $0.00 $0.00 $50.00 11 10 B N 7 N

Indiana State Museum & Historic Sites 1869 Y Indianapolis 189,000 325,000 325,000 $9.50 $14.95 $75.00 123 28 B Y 7 N

State Historical Museum of Iowa 1892 Y Des Moines 95,000 51,000 90,000 $0.00 $0.00 N/A 50 5 H N 6 N

Kansas Museum of History 1875 Y Topeka 120,557 52,202 31,359 $6.00 $8.00 $60.00 11 2 H N 6 N

Kentucky Historical Society 1836 Y Frankfort 228,000 70,000 70,000 $4.00 $8.00 N/A 54 5 B N 4 Y (Thurs)

Louisiana State Museum,  (several sites) 1906 N Baton Rouge 229,482 308,616 420,682 $0.00 $6.00 $55.00 72 0 B Y 6 N

Maine State Museum 1837 Y Augusta 90,839 49,023 49,023 $2.00 $3.00 $40.00 15 11 B N 5 N

Maryland Historical Society, Baltimore 1844 N Annapolis 105,000 18,000 18,000 $6.00 $9.00 $65.00 24 12 H N 5 N

Massachusetts Commonwealth Museum 1986 Y Boston 10,000 10,000 10,000 $0.00 $0.00 $200.00 42 11 B N 5 N

Michigan Historical Museum 1879 Y Lansing 164,154 150,000 87,574 $6.00 $6.00 $75.00 18 4 B N 7 N

Minnesota History Center (several sites) 1849 Y St. Paul 1,100,000 1,000,000 975,939 $11.00 $12.00 $79.00 360 260 H Y 6 Y (Tues)

Museum of Mississippi History 1957 Y Jackson 68,000 40,000 180,000 $0.00 $8.00 N/A 31 0 H N 6 N

Missouri State Museum 1919 Y Jefferson 200,000 458,746 458,746 $0.00 $0.00 N/A 10 15 H N 7 N

Montana Historical Society 1865 Y Helena 90,000 40,256 40,256 $5.00 $5.00 $70.00 50 14 B N 6 Y (Thurs)

Museum of Nebraska History 1878 Y Lincoln 138,207 N/A N/A $2.00 $0.00 $55.00 69 11 B Y 7 N

Nevada State Museum 1939 Y Carson City 80,012 30,624 38,983 $8.00 $8.00 $60.00 17 4 H N 5 N

New Hampshire Historical Society 1823 Y Concord 48,492 23,189 23,189 $5.50 $7.00 $75.00 12 15 B Y 6 N

New Jersey State Museum 1895 Y Trenton 335,000 300,000 158,000 $0.00 $0.00 $75.00 26 15 B Y 6 N

Museum of New Mexico 1909 Y Santa Fe 71,513 642,100 642,100 $6.00 $12.00 $100.00 285 28 B N 6 N

New York State Museum 1858 Y Albany 650,000 719,205 719,205 $0.00 $0.00 $50.00 150 32 B N 7 N

North Carolina Museum of History 1902 Y Raleigh 256,000 324,000 342,000 $0.00 $0.00 $100.00 144 5 B Y 7 N

State Historical Society of North Dakota 1895 Y Bismarck 100,000 100,000 250,000 $0.00 $0.00 $45.00 78 40 H N 7 N

Ohio Historical Society 1885 Y Columbus 431,697 440,000 440,000 $10.00 $10.00 $50.00 0 1 B Y 5 N

Oklahoma Historical Society 1893 Y Oklahoma City 65,000 415,377 297,543 $5.00 $7.00 $50.00 144 45 B N 6 N

Oregon Historical Society, Portland 1898 N Salem 40,000 40,000 40,000 $11.00 $10.00 $80.00 35 24 H N 6 N

State Museum of Pennsylvania 1905 Y Harrisburg 295,637 300,000 300,000 $0.00 $7.00 $70.00 43 23 B Y 6 N

Rhode Island Historical Society 1822 Y Providence 49,196 30,000 30,000 $6.00 $8.00 $75.00 14 21 B N 6 N

South Carolina Museum, Charleston 1855 N Columbia 3,500 3,500 N/A $5.00 $5.00 $100.00 7 4 B N 5 N

South Dakota State Historical Society 1901 Y Pierre 20,463 19,899 19,899 $4.00 $4.00 $50.00 43 6 H N 7 N

Tennessee State Museum 1937 Y Nashville 149,844 175,000 180,000 $0.00 $0.00 $50.00 50 0 B N 6 N

Bullock Texas State History Museum 2003 Y Austin N/A 500,000 485,085 $9.00 $13.00 $80.00 45 0 H Y 7 N

Vermont Historical Society Museum 1838 Y Montpelier 18,000 18,000 18,000 $5.00 $7.00 $50.00 13 7 B N 6 N

Virginia Historical Society Museum 1831 Y Richmond 70,000 60,000 60,000 $0.00 $10.00 $85.00 62 13 H N 7 N

Washington State History Museum, Tacoma 1891 N Olympia 120,000 81,670 81,670 $9.50 $14.00 $75.00 19 23 H Y 5 Y (Thurs)

West Virginia State Museum 1894 Y Charleston 182,000 120,000 120,000 $0.00 $0.00 N/A 98 4 B Y 6 N

Wisconsin Historical Museum 1846 Y Madison 77,664 79,500 72,500 $4.00 $5.00 $110.00 24 40 B Y 5 N

Wyoming State Museum 1895 Y Cheyenne 60,000 25,000 45,000 $0.00 $0.00 $50.00 10 2 H N 6 N

Average for All Museums 1892 - - 170,982 187,009 191,773 $3.63 $5.44 $67.66 52.9 18.0 - - 6.0 -

Median for All Museums 1893 - - 100,000 62,862 77,085 $4.00 $6.00 $60.00 25.0 10.5 - - 6.0 -

Average for Free Admission Museums 1914 - - 197,478 205,578 214,704 $0.00 $0.00 $64.23 47.6 11.3 - - 6.3 -

Median for Free Admission Museums 1895 - - 155,302 110,000 139,000 $0.00 $0.00 $50.00 40.0 6.0 - - 6.0 -

Average for Charged Admission Museums 1879 - - 151,355 173,254 179,544 $5.44 $8.42 $68.13 55.4 21.6 5.9 -

Median for Charged Admission Museums 1879 - - 90,000 60,000 65,000 $5.25 $8.00 $67.50 24.0 12.0 6.0 -

Source: Web sites and 2019 Official Museum Directory, with attendance data also from 2013 and 2003 Directories. Data are as reported and not always updated or accurate. N/A items are excluded from average and median calculations.

Published Data for State Museums and State Historical Societies
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Mississippi and 45% from out of state, attracted primarily by the Civil Rights Museum. Repeat 
visitation levels are low, estimated at only about 15% within a 12-month period. 

Operating hours are Tuesday through Saturday 9 a.m. to 5 p.m. and noon to 5 p.m. on Sundays. 
Mondays are closed. 

Staff work at both museums. There are 25 full-time staff, supported by 12 part-timers, or 29 
FTE. However, these figures do not take into account that the two museums are part of the 
Mississippi Department of Archives and History, which provides centralized administrative, 
marketing and other services to both, as well as to other museums, archives and sites 
throughout the state. Another state agency absorbs utilities and other building occupancy 
costs. The estimate of operating costs specific to the two museums was about $4.69 million in 
2019 with $5.56 million budgeted in 2020. 

Including centralized staff, the staffing costs account for 75% of the total operating budget, 
which appears much higher than common because the operating budget does not include 
building occupancy costs. The state of Mississippi provides about 70% of operating revenues, 
with earned income at about 25%, with about 5% in private support, partially for the free 
admission offered to some school groups. 

New Mexico History Museum, Santa Fe 

The New Mexico History Museum is located in downtown Santa Fe and represents an 
expansion of the 17,800 historic Palace of the Governors with a 94,000 sq. ft building 
completed in 2010. The museum exhibition space in the Palace of Governors and what is 
referred to as the Peter Domenici addition totals a combined 31,300 square feet and is 
believed to be appropriately sized. With a downtown location, there is no food service 
operation and also parking challenges. 

The building includes a 210-seat fixed seat auditorium on the second floor that is reported to be 
underutilized both for programming and venue rentals. A small orientation theater on the 
ground floor would be preferred in New Mexico if there was an opportunity to reconfigure the 
space, especially if it is also orientation to other heritage opportunities elsewhere in the state. 

The Palace of the Governors is in the midst of a 2-year renovation which caused attendance 
levels to decline from about 139,200 in 2017 to 99,300 in 2019. Peak attendance took place 
with the opening of the expansion in 2010 at close to 200,000 paid and free visitors. The 
highest attendance is likely to also be the case in the opening year of the Museum of Utah. 

The New Mexico History Museum offers lower admission charges for New Mexico residents 
than out of state visitors. This is the policy for all state governed museums. There is no senior 
discount for out of state visitors as the $12.00 admission charge applies to all persons over 16 
years of age. New Mexico adults and seniors are charged $7.00. All children 16 and under and 
all school groups are offered free admission. Despite discounted admission for New Mexico 
residents, free admission is offered to all New Mexico residents on the first Sunday of each 
month, to all seniors each Wednesday and to all New Mexico foster parents and foster 
children every day. In addition, public programs are offered for free to New Mexico residents. 
Free admission visitors accounted for 37% of total attendance in 2019. 

The Museum operates daily from May through October and closes on Mondays during the 
other months of the year. Open hours are consistently 10 a.m. to 5 p.m. on a year-round basis, 
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with free admission Friday evenings from 5 to 7 pm for New Mexico residents. The free 
admission opportunities mean that about 45% of all visitors do not pay any admission charges. 

Only about 3% of total visitors arrive in school groups. This reflects a common policy of only 
one funded field trip per year and a greater likelihood for school groups to use that field trip to 
attend the New Mexico Museum of Natural History and Science, which offers the STEM 
linkages most sought by the schools. Among non-school visitors about 67% are aged 65 or 
over, which is much higher than the norms. The data reflect tourism in New Mexico that skews 
older and a greater propensity to take part in visitor surveys. Actual figures are likely 
somewhat lower. The market skews 55% female and repeat visitation is low at only about 
10%. Relatively few attenders are of Hispanic/Latino descent. This is believed to reflect the fact 
that the Museum focuses almost exclusively on earlier history and does not relate to more recent 
immigrants. This is an important issue for the planning of the Museum of Utah. 

There is no separate membership for the History Museum as membership is for all museums 
and historic sites in the New Mexico Museum System. About 8% of total visitors to the 
History Museum are members. Senior discounts of 10% are offered on all membership 
categories. 

The Museum operates with 38 full-time staff persons, no part-timers and 60 regular 
volunteers. This includes Foundation staff responsible for revenue generation. Total operating 
revenues were about $3.5 million in 2019, of $3,127,000 (89%) was from the state of New 
Mexico. This figure is complicated by the fact that all museum admission revenue goes into 
the state general fund, which includes the admissions revenue. Excluding that admissions 
revenue, the state contribution to the Museum would likely be in the range of 80%. Close to 
60% of operating costs was allocated to staffing. 

Washington State History Museum, Tacoma 

The Washington State History Museum in Tacoma is located in downtown Tacoma, which is 
not the state capital. Its mission is to partner "with all our communities to explore how history 
connects us all." It is operated by the Washington State Historical Society under the approval 
of the Washington State Legislature. 

The Museum is in a large 106,000 gross square foot building, of which 37,825 square feet is 
exhibition space. It includes a 215- seat lecture theatre and a 1,400 sq. ft. museum-operated 
retail store. A small 500 sq. ft. cafe is concessioned out to a private operator. 

The Museum is open daily from 10 a.m. to 5 p.m. but offers a late opening on Wednesdays to 8 
p.m. when free admission is offered. The current adult (18+) admission charge is $14 with
discounts for other categories as shown on the following summary table. Free admission is
available only to children aged 5 and under.

In 2017 /18 the Museum reported close to 83,000 annual visitors, an increase over previous 
years with the opening of a new Washington, My Home gallery, which features diverse stories 
from Native American tribes to early European settlers to more recent immigrants including 
Syrian refugees. 

About 15,400 (18.5%) of the total visitors attended on school field trips and about 13,600 
attended on free or substantially discounted admissions (16.4%). Available data from 2015 
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the Capitol Preservation Board. Those rental opportunities result in less of an intimidation 
factor associated with attending the State Capitol Complex than might otherwise be the case. 

In FY2019, about 53,000 persons took no-charge, docent-led tours of the Capitol. About 
27,900 students from throughout the state visited by means of the bus funding program. This 
means that in addition to free admission to the Capitol, many school groups also do not pay for 
the cost of busing. As discussed in Chapter 4, this study has recommended free admission to 
both children and school groups to the Museum of Utah if the charged admission scenario is 
selected. The combination of the Capitol and the Museum of Utah should lead to substantial 
numbers of school group visits each year. 

The Capitol Preservation Board receives no annual state appropriation. Revenues are generated 
by means of renting out various spaces, including the Rotunda. As is common, the Museum of 
Utah will require a substantial annual state appropriation to support operating costs. All revenue 
from rentals in the Museum, including its lobby, are currently assumed to accrue to the Capitol 
Preservation Board. This will avoid competition and eliminate the need for the Museum to 
allocate staff to the rentals business. 

2.3.2 CLARK PLANETARIUM 

The Clark Planetarium is located in downtown Salt Lake and features a 288-seat IMAX 
Theater and a 170-seat Planetarium Theater as well as 10,000 sq. ft. of exhibition space. The 
exhibition space is believed by the Director to be too small. She would also like to have multi
use space that could be used for orientation, classroom and programming purposes. There is 
also a need for a school lunchroom. 

Admission to the exhibition space is free of charge and school groups also receive free 
admission to both theaters. Admission charges to the theaters are $9 for adults and $7 for 
children with no discount for seniors. 

Attendance levels are reported to be in the range of 300,000 annually, of which 75,000 are 
free admission school group visitors. Excluding school groups, tourists account for about 20% 
of all visitors. Although Sunday is a slow attendance day the Planetarium is open on that day in 
order to serve non-LOS residents and tourists. 

The Planetarium is named for a major funder as was previously the case when it was the 
Hansen Planetarium. This study does not recommend giving up naming rights to the overall 
Museum of Utah but does recommend selling naming rights for various galleries. 

The Planetarium has a full-time staff of 32, supported by 100 part-timers to reflect substantial 
open hours. There are currently no volunteers, but the Planetarium is planning to hire a 
Volunteer Coordinator. Its operating budget is about $6.4 million. About 55% of operating 
revenues are from earned sources, with 40% from government, including County ZAP funding 
and $900,000 from the State to ensure that public school groups receive free admission. Only 
5% is from private support. The Planetarium does not have an endowment to support 
operations. The retail store is 1,200 sq. ft. and does very well with $750,000 in sales because 
of the popularity of science toys for children. A smaller retail store has been recommended for 
the Museum of Utah, as is common for most state history museums. 
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2.3.3 DISCOVERY GATEWAY CHILDREN'S MUSEUM 

Discovery Gateway is located downtown. The building is a substantial 78,000 sq. ft. of which 

60,000 sq. ft. is exhibition space and thus substantially larger that the exhibition space 
planned for the Museum of Utah. The Museum has a 0-10 age focus. 

The resident market in and near Salt Lake City includes a substantial number of large families, 
the core market for a children's museum. This contributes to about 280,000 annual on-site 
visitors. About 38,000, or close to 14% of all visitors attend in school groups. Unlike the free 
admission offered to all school groups in several other museums, Discovery Gateway charges 
$5.00 per student. However, Title One schools receive free admission and transportation 
scholarships. As is common in children's museums, peak attendance is among pre-schoolers. 
Relatively few tourists attend and are primarily visiting friends and relatives in the region. 

Although Discovery Gateway is a successful children's museum in Salt Lake the experience of 
other history museums in cities with children's museums suggests consideration of a separate 

children's gallery in the Museum of Utah or a particularly strong emphasis on hands-on 

opportunities for children. This is because many adults are motivated to attend museums based 

on perceived interest to children. 

As is common in children's museum, children and adults both have the same admission 
charge, is $12.50, with a $10 admission for seniors. A lower $10 admission charge on Sundays 
has served to increase attendance levels from what was previously a slow attendance day. 

Larger families are reported to lead to a strong level of price sensitivity and the value of 
membership. The Museum reports 3,000 household memberships. Members visit an average 
of 5.7 times per year. One of three non-school visitors attend as members. School groups pay 
$5 per student. 

Discovery Gateway reports a full-time staff of 36 supported by part-timers and volunteers. Its 
operating budget is about $3 million, of which close to half is earned income, 35% from the 
County and other government sources, and the remainder from private funds, mostly 
corporate to reflect bank and other commercial themes oriented to children. The building is 

owned by Utah County, which offers free rent to the Museum, valued at $1.1 million annually. 

A retail store was found to be unprofitable and was closed in favor of space for very popular 
birthday parties. However, some retail opportunities are available on mobile carts. 

Future plans include enhancements to the second-floor exhibitions. The first-floor exhibitions 
were improved over a 3-year period at a cost of $2 million. Improved exhibitions contributed to 
higher attendance and allowed for implementation of higher admission charges. The Director 
advises planning for exhibition replacement from the outset of the Museum of Utah. This 
recognizes that exhibits need to be replaced with new exhibits periodically. This study 
recommends that a reserve for exhibition replacement be implemented as part of the operating 
budget of the Museum from the opening year. This will build up a fund for exhibition 
replacement to be used starting no earlier than Year 3. 

2.3.4 LDS CHURCH HISTORY MUSEUM 

The LDS Church Museum opened in 1984 and was renovated in 2014. It tells the story of the 
Church of Jesus Christ of Latter-Day Saints from 1820 to the present, with the focus on the 
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lower priced youth admission ticket category, but it is being considered for the future. A 
discounted youth admission price has been recommended for the Museum of Utah as set out in 
Chapter 4. School groups pay $4 or $5 per ticket. 

Thanksgiving Point offers a lower price combination ticket, including all five attractions, at 
$34.95 for adults and $24.95 for children and seniors. There are options for additional charged 
attraction features, ranging from a butterfly release experience to "mammoth screen" movies 
to a canopy rope course. The data confirm that people are willing to pay relatively substantial 
admission prices for high quality experiences. 

Thanksgiving Point reports about 2.3 million visitors in 2019. This figure includes restaurant, 
retail and event visitors. The largest indoor space for rentals accommodates 600 persons 
while outdoor opportunities may serve up to 1,000. About 1.4 million people attend the five 
venues but with combination tickets there is a lower number of unique person visits. About 
20% of visitors are reported to be from out of state, many of whom are visiting friends and 
relatives. A membership program includes about 20,000 households. 

Thanksgiving Point is closed on Sundays for religious rather than market reasons, but remains 
open during the other days of the week to 7 p.m. 

The site operates with a full-time staff of 100, supported by 800 volunteers. Its operating 
budget is about $23 million, of which 85% is earned income, with 11% from private support 
and 4% from government sources. The earned income level reported by Thanksgiving Point is 
far more substantial than the museum norms, especially the norms for state history museums, 
set out earlier in this chapter, because it does not seek to achieve the preservation, research and 
education mission of museums such as the Museum of Utah. 

2.3.7 UTAH MUSEUM OF FINE ART 

The collection of the Utah Museum of Fine Art is primarily national and international and there 
is thus no conflict with the in-state art collection of the Museum of Utah. The Museum of Fine 
Art offers 24,000 sq. ft. of exhibition space, which is believed by the Museum Director to be 
inadequate but is still larger than the 16,885 sq. ft. of exhibition space currently assumed for 
the Museum of Utah. 

The Museum of Fine Art is located near the edge of the campus of the University of Utah to 
help break down the intimidation factor felt by some about attending a museum on a university 
campus. Some people will also be intimidated about attending the Museum of Utah within a 
complex of government buildings. This study recommends consideration of measures to help 
reduce the intimidation factor. 

The Museum of Fine Art opens daily, including Sundays, at 10 a.m. in order to offer uniformity. 
It opens weekly on Wednesdays to 9 p.m. despite limited attendance in part because there are 
relatively few students who live on campus. 

Total annual attendance is reported to be in the range of 100,000 visitors, including a 
substantial number of free admission and venue rental visitors. Attendance has reached as 
high as 130,000 in the past depending on the popularity of specific art exhibitions. About 
20,000 are children, half attending in school groups. Children and school groups receive free 
admission. The adult admission charge is $12.95. University students, faculty and staff account 
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Capitol (Capitol 

Preservation 

Board)

Clark Planetarium
Discovery Gallery 

Children's Museum

LDS Church 

Museum

Natural History 

Museum of 

Utah

Thanksgiving 

Point

Utah Museum 

of Fine Art
Notes/Comments

3,000 10,000 60,000 6,000 45,000 Five attractions 24,000

Thanksgiving Point: Museum of Natural 

Curiosity, Butterfly Biosphere, Ashton Gardens, 

Museum of Ancient Life, Farm Country

$0.00

Exhibitions $0.00; 

Theatre $9.00 $12.50 $0.00 $14.95 $20.00 $12.95

School groups also free for Clark Planetarium 

theatre shows

$0.00

Exhibitions $0.00; 

Theatre $7.00 $12.50 $0.00 $9.95 $15.00 $0.00

Combination charge for Thanksgiving Point is 

$34.95 for adults and $24.95 for children

200,000 300,000 280,000 250,000 290,000 2,300,000 100,000

1.4 million visitors to five Thanksgiving Point 

attractions

14% 25% 15% Relatively few 22% N/A 10%

Cost of buses and admission charges are very 

important for school groups

N/A 60% 74% 70% 85% 80% Most

N/A 20% 26% 30% 15% 20% Few

N/A N/A 3,000 N/A 4,000 20,000 800 Figures are member households

Yes Yes Yes No Yes No Yes Capitol is tours. Visitor Center not on weekends 

Yes Yes No Yes Yes Yes Yes

13 32 36 3 79 100 25

N/A 0 N/A 0 212 22 48

Numerous 100 Numerous 12 289 215 169

N/A $6,400,000 $3,000,000 N/A $11,800,000 $23,000,000 $4,100,000

N/A 55% 50% N/A 30% 85% 21%

N/A 0% 0% N/A 0% 1% Small endowment for Natural History Museum 

N/A 40% 15% N/A 11% 28%

N/A 5% 35% N/A 39% 4% 50%

% Private Support

Memberships

31%

School Groups as % of Total 

Attendance 

Residents as % of Total Attendance 

Tourists as % of Total Attendance

Sources: Published information and interviews by Lord Cultural Resources

Sources of Revenue  

Sunday Opening

Evening Opening (after 6 p.m.)

FT Staff

PT Staff

Volunteers

Operating Budget 

% Earned

% Endowment

% Government/University

Adult Admission Price

Estimated Size of Exhibition Space 

(nsf)

Child Admission Price

Summary of Key Data from Other 

Museums and Related Institutions 

in and Near Salt Lake City

Reported Total Attendance 
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Resident Populations Actual Estimate Projected Projected 

% Change 

Projected

% Change 

Projected

% Change 

Projected

2010 2020 2030 2040 2010-2020 2010-2030 2010-2040

Salt Lake County 1,029,655 1,181,471 1,396,414 1,414,842 12.8% 26.3% 27.2%

Utah County 519,975 679,188 861,852 1,080,082 23.4% 39.7% 51.9%

Utah 2,775,480 3,291,010 3,889,310 4,463,950 15.7% 28.6% 37.8%

USA 308,745,538 327,200,000 359,402,000 406,646,000 5.6% 14.1% 24.1%
Sources: Kem C. Gardner Policy Institute, April 2019 and Woods and Poole Economics for US Projections

Key Age Distribution 

2020 -2040

Salt Lake 

County

Utah 

County Utah USA

Median Age 2020 34.0 25.9 31.9 37.2

Median Age 2030 37.1 27.6 34.0 38.1

Median Age 2040 38.6 29.2 35.7 39.0

Sources: Kem C. Gardner Policy Institute, April 2019; Woods and Poole Economics for US Projections
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Key Age Distribution 

2020 -2040

Salt Lake 

County

Utah 

County Utah

2020

School Age (5-17) 233,118  157,738    705,631    

Working Age (18-64) 723,469  396,462    1,957,722 

Retirement Age (65+) 134,413  56,747      391,442    

2030

School Age (5-17) 233,974  183,088    736,180    

Working Age (18-64) 793,383  504,595    2,284,097 

Retirement Age (65+) 190,083  87,708      564,649    

2040

School Age (5-17) 232,733  234,190    826,429    

Working Age (18-64) 859,674  620,688    2,597,226 

Retirement Age (65+) 229,065  121,337    701,572    

Sources: Kem C. Gardner Policy Institute, April 2019 



Income Levels, 2017 Per Capita 

Income

Median Household 

Income

% Living in 

Poverty

Salt Lake County $49,445 $67,922 9.0%

Utah County $38,149 $70,408 9.4%

Utah $43,459 $68,374 9.0%

United States $32,621 $60,293 11.8%

Source: US Bureau of Economic Analysis, Quick Facts, November 15, 2018
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Race/Ethnicity White

Black/ 

African 

American 

Asian
American 

Indian
Hispanic

Mixed/ 

Other

Salt Lake County 71.4% 1.6% 4.2% 0.1% 18.2% 4.6%

Utah County 82.4% 0.6% 1.7% 0.5% 11.7% 3.6%

Utah 78.5% 1.1% 2.4% 1.0% 14.0% 4.0%

United States 60.0% 12.6% 4.8% 0.1% 16.3% 6.2%

Source: US Census Bureau Population Division, 2017 

School Enrollment Levels Salt Lake County Utah County Utah USA

Population 3+ years enrolled 324,448 226,961 958,707 81,751,797 

Nursery school 21,667 (6.7%) 12,923 (5.7%) 60,041 (6.3%) 4,934,251 (6.0%)

Kindergarten 17,827 (5.5%) 11,380 (5.0%) 51,479 (5.4%) 4,136,743 (5.1%)

Elementary 136,802 (42.1%) 87,358 (38.5)% 404,559 (41.1%) 32,831,258 (40.2%)

Highschool 67,080 (20.7%) 41,597 (18.3%) 195,202 (20.4%) 17,001,421 (20.8%)

College or graduate school 81,072 (25.0%) 73,703 (32.5%) 247,146 (25.7%) 22,848,124 (28.0%)

Source: 2017 American Community Survey
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Interviews confirmed that interest in Utah history would be applicable to many grades, with 
more units of study in Grades 4 and 7. No changes to social studies or history education 
standards for Utah that might affect the Museum of Utah are known at this time. 

Field Trip Policies and Cost 

Although Utah history studies are focused on grades 4 and 7, far more field trips take place in 
Grade 4 because they are with the same teacher all day. This Grade 4 peak attendance 

currently takes place for field trips to the State Capitol. Interviews confirmed the substantial 
likelihood that field trips in the future will include both the Capitol and the Museum of Utah. 

Although most Utah students reside within a 90-minute drive of Salt Lake City, the Utah State 
Board of Education allocates $150,000 to $200,000 per year for Utah students from outside 

the region to travel by bus to Salt Lake City to attend the Capitol. It is likely that the Museum of 
Utah will increase the demand for buses for students from outside the region and therefore the 
likelihood that this budget will need to be increased. 

There are no mandated field trips in Utah. Decision-making regarding field trip selection is 
made initially by the classroom teacher, who seeks approval from the Principal. Field trips must 

be related to the curriculum and the Museum of Utah will certainly meet that criterion. Of note 
is that field trips are far less likely to take place in April through early June when testing takes 
place and also less likely in September and December. The window of opportunity when school 
buses are available is generally from 9:30 a.m. to 1:30 p.m. if school buses are used. The 
window is much wider if private buses are rented. 

Regarding admission charges, these naturally have an effect on school group attendance. This 
study has recommended free admission for school groups whether or not there is free or 
partially charged admissions for other visitors. 

University Market 

While there are generally no organized field trips to museums at the university level, university 

students on individual study represent an important market segment for the Museum of Utah. 
And they may attend as interested visitors. As shown above, there are over 81,000 college and 
graduate students in Salt Lake County and nearly 74,000 in Utah County. 

3.3 TOURIST MARKETS 

Salt Lake City and Utah attract tourists largely because of the natural beauty and recreational 
features they offer, including national and state parks and skiing opportunities. In Salt Lake, the 
LDS Temple Square is also a major attraction. 

The following indicators of tourism growth over the past four decades demonstrate an 
increasingly strong tourism market potential for the Museum of Utah2 : 

2 Note, the decline in attendance figures for State Parks after 1997 is due to implementation of a more 

accurate method to count visitors. 
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Among in-state visitors 47% visit friends and/or relatives. The data confirm the primary 
importance of appealing to Utahns if tourist attendance for the Museum of Utah is to be 
maximized. Among other activities, visiting national or state parks/monuments was the 
highest. Some 9% of out-of-state visitors attended any museums. The addition of the 
Museum of Utah should help to increase this percentage. 

Visit Salt Lake reports that the norm is for out of state tourists to fly to Salt Lake, stay for one 
day then go to National or State Parks, skiing and other recreational pursuits. Visit Salt Lake is 
seeking to extend the length of stay in the city and a new Museum of Utah is seen to be 
consistent with that objective. 

The airport expansion will increase international flights, helping to increase tourism from 
countries such as China and India in which LDS and other tourism opportunities in Utah are 
seen to be unique in the United States. The Office of Tourism and Film would like to place a 
greater emphasis on cultural tourism to complement the strength of adventure tourism. Other 
positive features, in addition to airport enhancements and a new north-south highway, 
referenced earlier, includes a new convention hotel at the Salt Palace. 

Hotel occupancy rates are reported to be 70% on a year-round basis with little seasonal 
variation. This is positive for all attractions, including the planned Museum of Utah. A 
"Connect Pass" that offers discounted admission to 16 attractions in Salt Lake has been in 
place for 20 years. It returns 80% of the revenues to the venues and sells about 40,000 
passes per year. The cost is $32 for one day with discounts for more days. The averages 
number of attractions visited is 7.7. 
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Assumed Staffing for Museum of 

Utah

Full-Time 

Equivalent (FTE) 

if Free 

Admission

FTE if Partially 

Charged 

Admission

Director 1.0 1.0

Assistant Director 1.0 1.0

Administrative Assistant 1.0 1.0

Program Manager - Exhibits 1.0 1.0

Program Specialist - Exhibits 2.0 2.0

Program Manager - Education 1.0 1.0

Program Specialist - Education 2.0 2.0

Program Manager - Volunteers 1.0 1.0

Program Manager - Gift Shop 1.0 1.0

Program Manager - Events 1.0 1.0

Program Director - Collections/Exhibitions 1.0 1.0

Program Manager - Marketing/Development 1.0 1.0

Program Specialist - Marketing/Development 1.0 1.0

Program Manager - Collections - History 1.0 1.0

Program Manager - Collections - Art 1.0 1.0

Program Specialist - Collections - Library 1.0 1.0

Program Specialist - Collections - Digitization 1.0 1.0

Program Specialist - Collections - Artifacts 1.0 1.0

Program Specialist - Collections - Manuscripts 1.0 1.0

Program Specialist - Collections - Registrar 1.0 1.0

Program Specialist - Traveling Exhibits 1.0 1.0

Program Specialists - Collections (part-time) 1.0 1.0

Program Specialists - Outreach Coordinators 2.0 2.0

Program Specialists - Floor/Education Staff 2.5 2.5
Program Specialists - Admissions/ Information/ 

Membership/Retail
2.0 3.5

Program Specialists - Weekend Allocation 1.5 1.5

Program Manager - Foundation Director 1.0 1.0

Program Specialist - Foundation Assistant 1.0 1.0

Total Assumed Staff 34.0 35.5
Note: Shaded above are existing Department staff
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5. ATTENDANCE, OPERATING
REVENUE AND EXPENSE
PROJECTIONS

This chapter sets out our projections of attendance, operating revenues, and expenses for the 
opening three years of operation of the Museum of Utah. The projections are in two scenarios. 

The first assumes that there will be free admission for all visitors, while the second scenario 

assumes partially charged admission. In particular, partially charged assumes charged 
admission for adults and some other visitor categories but free admission for children and 
school groups. 

The projections are based on the Contextual and Com parables Analyses in Chapter 2 and the 

Analysis of Potential Markets in Chapter 3, as well as the Recommendations/ Assumptions in 
Chapter 4 and the judgment and experience of the consultants. All financial projections are in 
2020 constant dollars, which means the figures are assumed to change at whatever the 
prevailing rate of inflation is. Without certainly when the Museum will open, the projections 

refer to Year 1, 2 and 3 with Year 3 a stabilized year that is representative of subsequent years 
of operation. 

5.1 ON-SITE ATTENDANCE PROJECTIONS 

To prepare attendance projections first requires a reasonable definition of who would or would 
not be defined as a visitor. For the purposes of this analysis a visitor is someone who attends 
an exhibition or program at the Museum of Utah. Persons who enter only to use the retail store 
are not included and neither are staff and volunteers, service and delivery people. While 
outreach and access through a web site are important, the attendance projections do not 

include outreach programs or web site hits/visits. 

In addition to the impact of free and partially charged admission scenarios, important 

considerations in preparing the attendance projections are as follows: 
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• There is no simple computer formula that leads to accurate attendance projections
because motivations to be first time and repeat visitors depend on the visitor experience,
visitor service, perceived value for time and money, and other factors. Ratios and formulas

have been used based on the experience of comparable or similar institutions. While each
has weaknesses, the ratios help to inform our judgment and experience.

• The experience of comparable institutions is central to attendance projections but there is
rarely exact comparability. In the case of the Museum of Utah, the most useful

benchmarks are from other state history museums, both free and charged, and from other
museums in or near Salt Lake City.

• In utilizing data from other museums there are a variety of definitions of what constitutes
a visitor and no complete certainty that the comparative attendance figures reported are

accurate.

5JJ BENCHMARKS 

Although each has its weaknesses, a variety of methodologies are used to establish 
benchmarks to inform our judgment regarding the likely levels of attendance at the Museum of 
Utah during the opening three years of operation in each of the two admission charge 
scenarios projected. 
To take those weaknesses inherent in the ratios and formulas into account, Section 5.1.2 offers 

our judgment regarding the impact on attendance of a variety of key largely qualitative factors 
as well as consideration of resident, school and tourist markets for Salt Lake City. 

The benchmarks used to help inform attendance projections for a stabilized year of operation 
(Year 3) are as follows for both scenarios: 

Based on Attendance at All State History Museums 

Chapter 2.2.1 includes data regarding 48 existing state history museums, segmented by those 

offering free admission to all visitors (18) and those offering at least some charged admission 
to the permanent exhibitions (30). As noted there has been a trend to more charged 
admission state history museums. 

Median attendance figures have been used as the benchmark for the purposes of these 

projections to eliminate the impact of a few very large, high attendance museums, including 
eliminating those whose attendance includes IMAX visitors. That leads to an attendance 
estimate of 139,000 for free admission museums and 65,000 for charged admission state 

history museums. It must be noted, however, that there is a greater tendency for attendance 
levels at free admission museums to be exaggerated higher with use of infrared counters and 

other inaccurate estimates. This factor will be taken into account later in this section when 
largely qualitative issues are also considered. 

Based on Attendance at Five Selected Comparable State History Museums 

Details regarding the five state museums selected as somewhat comparable to the Museum of 
Utah are set out in Chapter 2.2 of this report. The data allows for two common ratios used to 
project attendance in both admission charge scenarios. They are based on the square footage 

of exhibition space and the regional populations of the selected com parables and applied to 
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Reported 

Attendance

Adult Admission 

Charge

Estimated Size of 

Exhibition Space 

(nsf)

Visitors per NSF 

of Exhibition 

Space

2018 Metro 

Population 

Visitors per 

1000 Metro 

Population

Free Admission

Museum of Alabama, Montgomery 45,000 $0.00 17,500 2.57 373,589 120.45

Charged Admission

Idaho State Museum, Boise 50,000 $10.00 13,800 3.62 730,426 68.45

Museum of Mississippi History, Jackson 46,800 $10.00 25,000 1.87 580,166 80.67

New Mexico History Museum, Santa Fe 131,500

$7- state residents, 

$12 - tourists 32,000 4.11 144,170 912.12

Washington State History Museum, Tacoma 83,000 $14.00 37,825 2.19 3,935,179 21.09

Average for Charged 77,825 27,156 2.95 1,347,485 240.56

Median for Charged 66,500 28,500 2.91 655,296 80.67

Assumptions for Museum of Utah 16,885 1,222,540

Attendance Extrapolation from Selected Comparable  State History Museums 



Reported 

Attendance

Adult Admission 

Charge

Size of Exhibition 

Space (nsf)

Visitors per NSF 

of Exhibition 

Space

Free Admission

LDS Church History Museum 250,000 $0.00 6,000 41.67

Charged Admission

Natural History Museum of Utah 290,000 $14.95 45,000 6.44

Utah Museum of Fine Art 100,000 $12.95 24,000 4.17

Discovery Gallery 280,000 $12.50 60,000 4.67

Average 223,333 $13.47 43,000 5.09

Attendance Extrapolation from Other Museums in Salt Lake City 

Averaging the Methods Free Charged

Attendance at all State History Museums 139,000 65,000

Attendance at all Selected Comparables 95,400 73,900

Attendance at  Museums in Salt Lake City N/A 85,900

Average 117,200 74,933
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attend the Capitol for business or to tour the facilities of the Capitol Preservation Board 
and that there is free parking available for much of the time. On balance, these factors 
suggest somewhat lower attendance in both scenarios, especially when there is partially 
charged admission. 

• Visitor Experience Factors: Positive in both scenarios is an assumption that $710 per sq.
ft. will be allocated to exhibition space and also an adequate level of interactivity to widen
appeal to children.

• Market Factors: The resident, school and tourist markets for Salt Lake are projected to
continue growing at a substantial pace. This is positive for attendance.

• Admission Charge Factors: The partially charged scenario assumes free admission for
children, eliminating the need for a family rate, as well as free admission for all school
groups, half-priced admission on weekday afternoons, and free admission for those in
financial need. All of these practices will serve to increase attendance levels in the
charged admission scenario from what might otherwise be the case if all visitors were
charged. Moreover, there are some who believe charged admission denotes value
whereas free admission does not.

• Competitive Factors: Positive is that there is no similar museum in the state.

Taking these points into account it is our judgment that, on balance, on-site attendance levels 
will be slightly lower in both scenarios than suggested by the ratios above. In the stabilized 
Year 3, we estimate a rounded 105,000 visitors when admission is free to all and 70,000 in the 
partially charged scenario. 

In considering attendance in the opening two years, as is common Year 1 will be higher in both 
cases, especially when admission is free to all. We estimate Year 1 will be about 20% higher in 
both scenarios. Year 2 attendance will be closer to Year 3 and leads to the following final 
projected attendance levels. 

Final Attendance Projections Yearl Year 2 

Free Admission Scenario 125,000 110,000 
Partially Charged Scenario 85,000 75,000 

5.1.3 PROJECTED ON-SITE ATTENDANCE BY MAIN SEGMENTS 

Year 3 

105,000 
70,000 

The table below summarizes our estimates of total on-site attendance on weekdays and 
weekends, helping to lead to design day projections and projected attendance by both main 
market segment. The table also provides estimates by ticket category, including those who 
attend rentals and programs as part of an indirect paid category. The projections are also 
based on the following estimates and assumptions. 

• Attendance by Weekdays and Weekend Days: It is common for weekend days to
account for about half of all visitors. We estimate that weekend attendance will be at 40%
in the Museum of Utah in both scenarios because of school group visits and legislative
business also during the week.
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• Design Day Calculation: The Design Day (not peak attendance) calculation is of a higher
than average weekend day in a higher than average attendance month. We estimate
attendance levels during such a weekend day at 10% higher than average in both

scenarios. This figure is used by architects to calculate how many people will be in the
building at one time, which we estimate at about 30% assuming partially charged
admission and 25% if free admission. (Free admission visitors will spend less time in the
Museum and be more likely to return.)

• Attendance by Main Resident and Tourist Segments: Residents will account for the
large majority of visitors, as is common, especially in the free admission scenario. Tourist

attendance should increase over time.

• Attendance by Ticket Category: This estimate is most relevant to the partially charged

admission scenario that assumes free admission for all children (12 and under) and school
groups. However, estimates by category are provided as well when admission is free to all.
Most visitors will be adults. There will also be substantial indirect paid (rentals, programs,
members) visitors and other unpaid in addition to free children and school groups.

The attendance projections are summarized in the following table and applied to both 
scenarios. The admissions and other visitor-generated revenue categories that follow build 
upon these attendance estimates. 
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Attendance Projections (rounded) Free Partially 

Admission Charged Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Projected Total Attendance 125,000 110,000 105,000 85,000 75,000 70,000

Attendance by Weekday/Weekend

Weekdays 60% 60% 75,000 66,000 63,000 51,000 45,000 42,000

Weekends 40% 40% 50,000 44,000 42,000 34,000 30,000 28,000

Total 125,000 110,000 105,000 85,000 75,000 70,000

Design Day Calculation

Total Projected Attendance 125,000 110,000 105,000 85,000 75,000 70,000

Total Weekend day Attendance 50,000 44,000 42,000 34,000 30,000 28,000

Average Weekend day Attendance 481 423 404 327 288 269

Weekend day Attendance in Higher Attendance 

Month (10% above average) 529 465 444 360 317 296

Maximum Number of People in Museum at 

One Time 25% 30% 132 116 111 108 95 89

Attendance by Main Segment

Residents (within 50 miles of Salt Lake) 75% 65% 93,750 82,500 78,750 55,250 48,750 45,500

Tourists 25% 35% 31,250 27,500 26,250 29,750 26,250 24,500

Total 100% 100% 125,000 110,000 105,000 85,000 75,000 70,000

Attendance by Ticket Category

Adult (25-61) 35% 32% 43,750 38,500 36,750 27,200 24,000 22,400

Senior (62+) 15% 12% 18,750 16,500 15,750 10,200 9,000 8,400

Youth (13-24) 10% 8% 12,500 11,000 10,500 6,800 6,000 5,600

Non-School Groups 5% 3% 6,250 5,500 5,250 2,550 2,250 2,100

Child (0-12) 10% 10% 12,500 11,000 10,500 8,500 7,500 7,000

School Groups 15% 20% 18,750 16,500 15,750 17,000 15,000 14,000

Indirect Paid (Rentals, Members, Programs), 

Other Free 10% 15% 12,500 11,000 10,500 12,750 11,250 10,500

Total Attendance 100% 100%  125,000  110,000  105,000  85,000  75,000  70,000 

Free Admission Scenario Partially Charged Scenario



 Ticket Categories

Admission 

Charge 

 Year 1 

Attendance

 Year 1 

Revenue

 Year 2 

Attendance

 Year 2 

Revenue

 Year 3 

Attendance

Year 3 

Revenue

Adult (25-61) $10.00 27,200 $272,000 24,000 $240,000 22,400 $224,000

Senior (62+) $9.00 10,200 $91,800 9,000 $81,000 8,400 $75,600

Youth (13-24) $8.00 6,800 $54,400 6,000 $48,000 5,600 $44,800

Non-School Groups (person) $7.00 2,550 $17,850 2,250 $15,750 2,100 $14,700

Child (0-12) $0.00 8,500 $0 7,500 $0 7,000 $0

School Groups (person) $0.00 17,000 $0 15,000 $0 14,000 $0

Indirect Paid/Other Unpaid $0.00 12,750 $0 11,250 $0 10,500 $0

Sub-Total 85,000 $436,050 75,000 $384,750 70,000 $359,100

Total (after discounts) $414,248 $365,513 $341,145



Retail Sales (835 nsf public space) Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Total Attendance 125,000 110,000 105,000 85,000 75,000 70,000

Sales per Visitor $1.10 $1.15 $1.20 $1.25 $1.30 $1.35

Total Retail Sales $137,500 $126,500 $126,000 $106,250 $97,500 $94,500

On-Site Sales per Sq. Ft. $165 $151 $151 $127 $117 $113

Free Admission Scenario Partially Charged Scenario

Membership Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Lower Level

Total Memberships 350 310 300 600 550 540

Average Membership Charge $50 $52 $55 $75 $78 $80

Lower Level Revenue $17,500 $16,120 $16,500 $45,000 $42,900 $43,200

Upper Level

Total Memberships 60 65 70 40 42 45

Average Membership Charge $400 $405 $410 $350 $355 $360

Upper Level Revenue $24,000 $26,325 $28,700 $14,000 $14,910 $16,200

Total Revenue $41,500 $42,445 $45,200 $59,000 $57,810 $59,400

Free Admission Scenario Partially Charged Scenario



Public and Educational Programs Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Total Revenue $15,000 $18,000 $20,000 $12,000 $14,000 $15,000

Free Admission Scenario Partially Charged Scenario

Other Earned Income Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Total Revenue $8,000 $9,000 $10,000 $6,000 $7,000 $8,000

Free Admission Scenario Partially Charged Scenario



Staffing Costs Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

2020 Salaries and Wages 2,242,800$  2,242,800$  2,242,800$ 2,332,800$ 2,332,800$ 2,332,800$ 

Adjustment to Opening (1.5%) 2,276,442$  2,276,442$  2,276,442$ 2,367,792$ 2,367,792$ 2,367,792$ 

Increases above Inflation (0.5%) 2,276,442$  2,287,824$  2,299,263$ 2,367,792$ 2,379,631$ 2,391,529$ 

Benefits (@ 50%) $1,138,221 $1,143,912 $1,149,632 $1,183,896 $1,189,815 $1,195,765

Total Staffing Costs $3,414,663 $3,431,736 $3,448,895 $3,551,688 $3,569,446 $3,587,294

Partially Charged ScenarioFree Admission Scenario

Building Occupancy Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Total Museum Space (gross sq. ft.) 77,595    77,595      77,595       77,595       77,595      77,595     

Utilities Cost per Gross Square Foot $4.50 $4.50 $4.50 $4.40 $4.40 $4.40

Total Utilities Costs $349,178 $349,178 $349,178 $341,418 $341,418 $341,418

Repair/Maintenance/Security per GSF $1.75 $2.75 $3.00 $1.60 $2.60 $2.85

Total Repair/Maintenance/Security Costs $135,791 $213,386 $232,785 $124,152 $201,747 $221,146

Total Occupancy Costs $484,969 $562,564 $581,963 $465,570 $543,165 $562,564

Free Admission Scenario Partially Charged Scenario
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Exhibitions Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Temporary Exhibitions $90,000 $180,000 $180,000 $105,000 $210,000 $210,000

Routine Maintenance $8,000 $12,000 $15,000 $5,000 $8,000 $12,000

Reserve for Exhibition Replacement $85,000 $85,000 $85,000 $75,000 $75,000 $75,000

Total Costs $183,000 $277,000 $280,000 $185,000 $293,000 $297,000

Free Admission Scenario Partially Charged Scenario

Public and Educational Programs Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Total Costs $45,000 $54,000 $60,000 $36,000 $42,000 $45,000

Free Admission Scenario Partially Charged Scenario

General & Administrative Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Total Costs $546,346 $514,760 $517,334 $568,270 $535,417 $538,094

Free Admission Scenario Partially Charged Scenario



Marketing Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

$1.00/$1.75 per visitor $125,000 $110,000 $105,000 $148,750 $131,250 $122,500

Free Admission Scenario Partially Charged Scenario

Retail Cost of Goods Sold Year 1 Year 3 Year 1 Year 3

Total Costs (@55%) $75,625 $69,575 $69,300 $58,438 $53,625 $51,975

Free Admission Scenario Partially Charged Scenario



Museum of Utah

Summary of Attendance, 

Operating Revenue and Expense 

Projections Year 1 Year 2 Year 3 Year 1 Year 2 Year 3

Year 1 

%

Year 2 

%

Year 3 

%

Year 1 

%

Year 2 

%

Year 

3%

Annual Attendance 125,000 110,000 105,000 85,000 75,000 70,000

Projected Operating Revenues

Admissions $0 $0 $0 $414,248 $365,513 $341,145 0.0% 0.0% 0.0% 8.3% 7.1% 6.6%

Retail Sales $137,500 $126,500 $126,000 $106,250 $97,500 $94,500 2.8% 2.5% 2.5% 2.1% 1.9% 1.8%

Membership $41,500 $42,445 $45,200 $59,000 $57,810 $59,400 0.9% 0.8% 0.9% 1.2% 1.1% 1.1%

Educational and Public Programs $15,000 $18,000 $20,000 $12,000 $14,000 $15,000 0.3% 0.4% 0.4% 0.2% 0.3% 0.3%

Other Earned Income $8,000 $9,000 $10,000 $6,000 $7,000 $8,000 0.2% 0.2% 0.2% 0.1% 0.1% 0.2%

Total Revenue Projected $202,000 $195,945 $201,200 $597,498 $541,823 $518,045 4.1% 3.9% 4.0% 11.9% 10.5% 10.0%

Projected Operating Expenses

Salaries, Wages, Benefits $3,414,663 $3,431,736 $3,448,895 $3,551,688 $3,569,446 $3,587,294 70.1% 68.4% 68.1% 70.8% 69.1% 68.9%

Building Occupancy $484,969 $562,564 $581,963 $465,570 $543,165 $562,564 9.9% 11.2% 11.5% 9.3% 10.5% 10.8%

Exhibitions $183,000 $277,000 $280,000 $185,000 $293,000 $297,000 3.8% 5.5% 5.5% 3.7% 5.7% 5.7%

Public and Educational Programs $45,000 $54,000 $60,000 $36,000 $42,000 $45,000 0.9% 1.1% 1.2% 0.7% 0.8% 0.9%

General & Administrative $546,346 $514,760 $517,334 $568,270 $535,417 $538,094 11.2% 10.3% 10.2% 11.3% 10.4% 10.3%

Marketing $125,000 $110,000 $105,000 $148,750 $131,250 $122,500 2.6% 2.2% 2.1% 3.0% 2.5% 2.4%

Retail Cost of Goods Sold $75,625 $69,575 $69,300 $58,438 $53,625 $51,975 1.6% 1.4% 1.4% 1.2% 1.0% 1.0%

Total Expenses $4,874,603 $5,019,636 $5,062,492 $5,013,716 $5,167,903 $5,204,426 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

Amount Required to Break Even 

from State and  Private Sources ($4,672,603) ($4,823,691) ($4,861,292) ($4,416,218) ($4,626,081) ($4,686,381) -95.9% -96.1% -96.0% -88.1% -89.5% -90.0%

Lower Amount for Partially Charged $256,385 $197,610 $174,910

Free Admission Scenario Partially Charged Scenario Free Admission Partially Charged
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